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ABSTRAK 
 
Penelitian ini bertujuan untuk mengetahui: pengaruh brand image dan kualitas 
produk terhadap minat beli. populasi dari penelitian ini konsumen Teh Racek Malang 
dengan sampel konsumen yang pernah melakukan pembelian/mengkonsumsi produk 
Teh Racek Malang. Teknik pengambilan sampel pada penelitian ini menggunakan 
sampling purposive dengan jumlah sampel sebanyak 130 responden. Teknik analisis 
data menggunakan analisis regresi linear berganda.  
Hasil penelitian dan pembahasan menunjukan bahwa : (1) brand image 
berpengaruh secara positif dan signifikan terhadap minat beli konsumen produk Teh 
Racek. (2) kualitas produk berpengaruh secara positif dan signifikan terhadap minat 
beli konsumen produk Teh Racek. (3) brand image dan kualitas produk berpengaruh 
secara simultan dan signifikan terhadap minat beli konsumen produk Teh Racek. (4) 
Variabel kualitas produk berpengaruh paling dominan terhadap minat beli. 
 
Kata kunci : Brand image, Kualitas produk, Minat beli 
  
ii 
 
THE INFLUENCE OF BRAND IMAGE AND PRODUCT QUALITY ON 
PURCHASING INTEREST 
(A Study on Consumers of The Racek Malang)  
 
Muhammad Ardhi Fadliandika 
Management Studies Program 
Economics and Business Faculty 
University of Muhammadiyah Malang 
Jl. Raya Tlogomas No. 246 Malang 65144 
Email  : muhammadardhi88@gmail.com 
 
ABSTRACT 
 
Abstract: The purpose of this study was to examine the influence of brand image 
and product quality on purchasing interest of Teh Racek consumers in Malang. The 
subjects of the study were consumers of Teh Racek in Malang. The subjects involved 
were 130 participants using purposive sampling technique. The data were analyzed by 
using multiple linear regression analysis. 
The results of the study showed that: (1) brand image significantly positive 
influenced purchasing interest of Teh Racek consumers. (2) product quality 
significantly positive influenced purchasing interest of Teh Racek consumers. (3) brand 
image and product quality simultaneously and significantly influenced purchasing 
interest of Teh Racek consumers. (4) product quality the most dominant variable that 
influenced purchasing interest was product quality. 
 
Keywords: Brand image, Product quality, Buying interest  
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